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Introduction
The evaluation of the Missoula Convention and Visitors Bureau (CVB) website was undertaken In 
an e ffo rt to  provide the Missoula CVB w ith some measure of the effectiveness of its website In 
attracting and inform ing visitors to  the Missoula area. In the past, one way of doing this was to  conduct 
a conversion study. However, there are some problems w ith  traditional conversion studies which 
motivated the use of a d ifferent method fo r this study. The follow ing sections describe conversion 
studies, explain some of the associated shortcomings, and detail the methods used to  evaluate the 
Missoula CVB website.
A Description of Conversion Studies
Conversion studies have been popular In the tourism industry because they seem to  provide a way 
to  represent tangible, quantifiable evidence tha t [a] marketing campaign is working In terms of 
generating leads  (p 33, Burke & Lindblom, 1989). Through an inquiry fulfillm ent referra l process, 
[cjonversion studies determ ine the conversion rate,  which Is the percentage of inquirers who visit 
after being exposed to  the direct response marketing campaign  (p 35, Burke & Lindblom, 1989). The 
rate is estimated through a process described by Woodside and Dubelaar (p 80, 2003), as follows:
1) An advertisement is placed In a customer environment, e.g. TV program watched or magazine 
read.
2) A share o f customers are exposed to  the advertisement.
3) A share o f ad exposed customers requests the free information described in the ad.
4) All customers requesting the free Information receive it.
5) A share of customers receiving the free Information attend to  it.
6) A share of customers attending to  the free inform ation buy the brand.
7) To estimate conversion, a survey is made o f Inquirers who requested the free information.
8) The buyers/inquirers conversion share is estimated based on the survey responses.
As described by the authors, the process seems straightforward enough, which perhaps has 
contributed to  the popularity of such studies over the years. However, conversion studies have gained a 
reputation fo r being used Improperly and often providing Inflated conversion estimates. Conversion 
studies employ a number of assumptions which must be recognized by those conducting the studies and 
those using the results. However, in many cases, these assumptions seem to  be overlooked, which 
results in the potential misuse or m isinterpretation of results. Some of these assumptions, as described 
by Burke and Gitelson (1990), fo llow :
" 
" - ­
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Assumptions of conversion studies
The m otiva tion  fo r  requesting in fo rm a tion  is to help choose a destination fo r  a d iscretionary trip. 
Obviously, however, there are other reasons why people may be seeking Information about a 
destination. They may have already chosen the destination and simply be looking fo r more information 
about It. For instance, people may be planning to  visit the destination because they have friends or 
relatives In the area, have a business tr ip  In the area, or are planning to  pass through the area on the ir 
way to  another destination. Others may request Information about a destination In order to  prepare for 
a move or retirement, or fo r a school project. While It is true tha t the requested information may 
Increase peoples  knowledge of the destination. It may not have actually converted them to  visitors. It 
may simply have provided them w ith more inform ation to  make decisions regarding specific parts of 
the ir visit.
Another assumption Is tha t a destination 's advertis ing is responsible fo r  the econom ic im pact o f  
those people v isiting a fte r having received the requested in fo rm a tion . Assuming tha t all expenditure  
related decisions are based on Information received after seeing an advertisement is quite a leap to 
make. The consumer decision making process Is complex and can be influenced by a number o f sources. 
Including friends and relatives, colleagues, other advertisements, or previous experiences. Likewise, 
Including expenditures of those who were not actually converted inflates conversion estimates. While all 
tourists to  a destination may make some Impact on the economy, it Is not accurate to  assume tha t all of 
the expenditures o f every visitor who requested Information are attributable to  the advertising 
campaign.
The results o f such assumptions can lead to  m isinterpretation of conversion study results when 
It is asserted tha t exposure to  the promotional campaign causes X percent  of those who requested 
information to  actually visit a destination and spend "Y dollars  and tha t w ithou t exposure to  the 
campaign these people would not have visited the destination and thus would not have produced the 
level of tourism expenditures which occurred  (p 47, Burke & Gitelson, 1990).
Other concerns with traditional conversion stndies
In addition to  the previously described assumptions which may lead to  m isinterpretation of 
conversion studies, there are other concerns to  be mindful of, as well. The firs t o f these concerns Is one 
which applies to  any survey Is the survey sample representative of the population o f interest? If the 
results of a study are to  be used to  describe a population, then the survey sample must represent the 
larger population not only In terms o f characteristics such as demographics, but characteristics related 
to  the study as well. For example. In the case of conversion studies, If 50% of the inquiries were 
generated by a magazine ad, 30% by a radio announcement, and 20% by a television commercial, these 
proportional contributions should be reflected In the composition o f the sample to  be surveyed...  (p 47, 
Burke & Gitelson, 1990). If the survey sample does not accurately reflect the population, then the data 
must be weighted to  account fo r the differences. If this is not done. It is simply not accurate to  
generalize information tha t has been collected about the sample to  the larger population.
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Nonresponse bias, another concern fo r almost any study, can significantly impact results in a 
conversion study and easily lead to  m isinterpretation. Nonresponse bias occurs when there is a 
difference between those who choose to  respond to  a survey and those who choose not to. For 
example, if a conversion study sample is made up of people who inquired about a destination, it w ill 
include both people who ultim ately visited the destination and those who did not. According to 
Ellerbrock (1981), however, people who did visit are probably more likely to  respond to  the survey than 
those who did not visit. This, in turn, leads to  an overrepresentation of visitors and the ir characteristics 
and opinions in the survey results. Nonresponse bias can be addressed by follow ing up w ith  mailed 
reminders in an e ffo rt to  increase the survey response rate or by conducting telephone surveys of 
nonrespondents. A comparison of survey responses and demographic characteristics between 
respondents and nonrespondents can reveal if there is, in fact, a nonresponse bias. The presence of a 
nonresponse bias can lead to  overestimates o f conversion rates.
One of the biggest problems w ith conversion studies is tha t advertising campaigns rarely f it  the 
conversion model anymore, making the traditional conversion study nearly obsolete. W ith the changes 
in how marketing is conducted, as well as changes in society s attitudes about sharing personal 
information, the process is generally not followed any more. Marketing is quite dependent on websites, 
and people now get much o f the ir inform ation via the internet. Many destinations have websites which 
people visit to  obtain most of the information they need. Even if they firs t see a magazine ad or hear an 
ad on the radio, potential visitors are often directed to  a website, or choose to  visit the website, rather 
than call a telephone number. The days o f mail in response cards are essentially just a memory. W ith 
easy access to  information via the internet, few  people provide personal information which could be 
used to  contact them as part o f a conversion study sample.
Furthermore, the population cannot be defined, fo r the same reasons. Generally, there is no 
way to  know how many people visited a website to  obtain information. Even if a website has the ability 
to  track how many visits it has received, there is no way to  know which people were searching fo r 
information to  plan a visit, particularly because they are often able to  find all the information they need 
w ithout having to  request anything in addition. The firs t link in the chain which allows fo r conversion 
studies to  be completed is no longer in place. We can no longer easily track the number of inquiries in 
response to  an advertisement, the rate of fu lfillm ent of those inquiries, followed by a survey of that 
population in an attem pt to  find a conversion rate. We can now, at best, keep track of the number of 
people who request more information after visiting a website. We do not know how many people 
visited the website and found all the inform ation they needed to  plan a trip . There may also be people 
who did not find the inform ation they needed, but were hesitant to  provide personal inform ation in 
order to  request a travel guide. We can only m onitor the number o f inquiries received from  those who 
visit the website and choose to  provide personal contact information. These people may be d ifferent in 
many ways from  the people who do not request inform ation and those who w ill not provide the ir email 
address. Therefore, it is not wise to  gather inform ation about website visitors who do provide email 
addresses and attem pt to  generalize the information to  a larger population. It is extremely im portant to  
realize tha t in surveying those who visit a website and provide contact inform ation via inquiries, one can
' 
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only gather Information about those people. It provides lim ited Information, but It can be useful, none 
the less.
Use of web based surveys
There has been a rise In use of web based surveys In recent years. They are often more cost
effective and less tim e consuming than traditional telephone or mall surveys. Faster analysis of survey 
data Is also often possible, because many web based survey programs allow fo r data to  be entered Into 
a database as soon as the survey Is submitted by the participant.
There are, however, several lim itations to  using web based surveys. Surveys sent to  a number of 
email addresses will Inevitably bounce back because the addresses were Invalid. This reduces the 
sample size by a known amount. However, there Is no way to  know how many of the surveys reach valid 
email addresses, but are filtered out or sent to  junk mall automatically, w ithou t the recipient ever seeing 
the email. Likewise, there Is no way to  know how many people Immediately delete the email message 
w ithou t reading It because they do not recognize the sender and perceive the message to  be junk. Then, 
there are those who do read the message but choose not to  take the survey and those who may access 
the survey, but then not complete It. There Is also the possibility tha t there are some people who try  to 
take the survey, but have technical d ifficu lty and are unable to  do so. It Is nearly Impossible to  know 
what the true response rate Is because of these factors. Often, there Is no way to  complete a non
response bias check because e mall addresses are the only contact Information collected by many 
websites. Therefore, fo llow up telephone calls are not possible.
Development and methods for this study
W ith all of this In mind, a web based survey was developed In order to  evaluate the Missoula 
Convention and Visitors Bureau website. The survey was Intended to  evaluate the usefulness of the 
Information as perceived by users o f the website who provided an e mall address, either via the Live 
Chat  option on the website, or through a request fo r fu rther Information. Questions fo r the survey 
were developed based on the Information provided on the website and w ith  the Input o f the Missoula 
CVB director. The survey respondents were also asked whether they had decided to  visit the Missoula 
area prior to  viewing the website Information or not. Although the survey Is not a conversion study In 
the traditional sense. It was designed to  provide Information useful to  the Missoula CVB regarding how 
well Its website Is meeting the Information needs o f potential consumers/travelers and to  what extent 
the Information on the website Is Influencing travelers  decisions to  visit the Missoula area.
Survey sample limitations
For this survey, the Intended study population was those people who visited the website 
between January and June, 2007 and provided the ir e mall address either when requesting more 
Information or when using the Live Chat feature on the webpage. ITRR was provided w ith  nearly 21,000 
e-mall addresses. The survey was sent to  all o f the e-mall addresses, and 809 responses were submitted. 
As analysis progressed, however. It became clear tha t there was an Inconsistency w ith in the data. A fter 
fu rther Investigation of the database. It was discovered tha t the list of survey recipients Included e mall 
addresses of people who had requested Information from  several websites, not just the Missoula CVB 
website. The database was re sorted to  remove as many of the unintended survey recipients as possible,
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resulting in 288 survey responses. It is likely that some e mail addresses o f unintended recipients were 
still included in the list o f those who received the survey. These people may not have viewed the 
Missoula CVB website. Therefore, the survey results tha t fo llow  are based on 288 surveys which may 
include a few  unqualified responses. It is imperative that readers realize that these results should not 
be seen as a conclusive indication o f how Missoula CVB website users feel; the respondents who may 
never have viewed the Missoula CVB website would have had a d ifferent website in mind when 
answering the survey questions. Nevertheless, the results represent web users and are still presented 
in order to give readers a general idea o f how the Missoula CVB website users evaluated the site as well 
as to highlight the methods o f the study and the ir applicability to other CVB websites in the state.
Survey Results
Survey respondents who had visited the Missonla area
A total o f 288 surveys were analyzed. Respondents were first asked if they had ever visited the
Missoula area. Respondents who answered that yes, they had visited were asked when they last visited
the Missoula area. Of the 288 survey respondents, 36.5 percent (105) had not visited Missoula, and 63.5
percent (183) had visited Missoula at some tim e in the past. In Figure 1, we can see that the m ajority of
people who had visited the area, 66 percent (120 respondents) visited w ith in  the last year.
Figure 1 W hen respondents visited the Missoula area
10+ years ago 
.6%
6-10 years ago 
6%
3-5 years ago 
10%
1 2 years ago 
12% Within the last 
year 
66% ^
-
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Table 1 displays the percentage o f nights spent either in Missoula or outside o f Missoula but 
w ith in 60 miles by respondents who visited w ith in the last year. About 40 percent o f visitors who spent 
a night in Missoula spent either one or tw o nights. Sixteen percent o f respondents did not spend a night 
in Missoula. Over 50 percent o f respondents did not spend a night in the area outside o f Missoula, while 
20 percent o f those who did spend a night spent either one or tw o nights.
Table 1  Number o f nights 
Nights spent in the city
of Missoula
16% 20% 21% 16% 11% 4% 3% 7%
Nights outside of
Missoula, but within 52% 8% 12% 6% 5% 8%
60 miles
2% 3%
1% 3%
1% 1% 3%
Respondents who had visited the area w ith in the last year were asked what the main reason for 
the ir most recent visit was. Of the 120 people who answered the question, the majority were on 
vacation (Figure 2).
Figure 2  Main purpose fo r visiting the Missoula area
Business, gyyjng property Other 
convention, 
meeting.
11%
Passing through 
4%
(  Special event 
12%
Visit friends or 
relatives 
15%
Vacation, 
recreation or 
pleasure 
50%
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Thirty seven percent o f all survey respondents said they will visit the Missoula area w ith in  the 
next year. See Figure 3. People who do plan to visit at some tim e in the fu ture were asked if they would 
use the website s information to assist in planning the trip . (People who indicated they would not visit or 
did not know if they would visit the Missoula area in the future were not asked for a response to the 
question.) Of the 212 people asked, 93 percent said tha t they would use the information.
Figure 3  When respondents w ill visit the Missoula area in the future________________________
3 or more years \  
8%
I don t know 
26%
Within the next 
year 
37%
1 2 years 
29%
Table 2  Plans to  use the website in fu ture trip  planning
Will you use the information 
provided on the website to plan 
a future trip?
Yes
No
93%
7%
-
' 
-
-
-
When all 288 respondents were asked how they firs t found the Missoula CVB website, 68 
percent (193 respondents) said they found It using a search engine such as Google or Yahoo. Full results 
to  this question are In Table 3 below. Seventy one percent of people who visited the Missoula area 
during the past year began planning the ir tr ip  three or more months In advance (Table 4). Most of them 
(88%) had already decided to  visit the area before visiting the Missoula CVB website, and 85 percent of 
them did use the Information provided on the website to  plan the ir trip . Respondents who had not 
already decided to  visit the Missoula area before viewing the website were asked how Influential the 
website was In the ir decision to  visit. However, the number of respondents to  those questions was too 
small to  analyze.
Table 3  How respondents found the Missoula CVB website
How did you first find the Missoula CVB website?
Search engine (e.g. Google, Yahoo, etc.) 68%
A website link 19%
Magazine ad 6%
Other 6%
Conference information 1%
Newspaper >1%
trip planning
Less than one week 3%
1 2 weeks 3%
3 4 weeks 8%
1 2 months 16%
3+ months 71%
10
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All respondents were asked what type of Information they were looking fo r on the website 
w ith in 11 categories: lodging, attractions, shopping, food and beverage, meeting and conventions, 
transportation, events, recreational activities, arts and culture, destination weddings, and relocation. 
Tables 5 15 display the percentages of respondents who were looking fo r each type of Information.
Table 5  What type of lodging Information respondents were seeking
Mid priced lodging 38%
Did not look for lodging information 23%
Economy lodging 19%
Cabin rental 17%
Campgrounds 14%
Upscale lodging 13%
Bed and breakfast 11%
Locally owned 10%
Guest ranch 6%
Other 5%
of attraction Information respondents were seeking
Did not look for attraction information 34%
Historical Museum at Fort Missoula 33%
Rocky Mountain Elk Foundation 24%
A Carousel for Missoula 23%
Other 22%
Smokejumper Center 16%
of shopping Information respondents were seeking
Did not look for shopping information 49%
Local stores 32%
Locally made products 26%
Shopping mall 19%
Box Stores/Retail chains 8%
Other 4%
11
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Table 8  What type o f food and beverage Information respondents were seeking
Local foods 51%
Did not look for food and beverage information 34%
Fine dining 25%
Breweries 17%
Wineries 11%
Ethnic cuisine 10%
Wineries 11%
Bars 10%
Organic 7%
Other 2%
Table 9  What type o f meeting and convention Information respondents were seeking
Did not look for meeting and convention 
information
91%
Accommodations 5%
Location 4%
Meeting facilities 2%
Services 2%
Other 1%
: o f transportation Information respondents were seeking
Did not look for transportation information 54%
Airport 33%
Rental car 28%
Rail 11%
Bus 6%
Bicycle 4%
Other 2%
12
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Table 11  W hat type of events Information respondents were seeking
Festivals 48%
Cultural 45%
Historic 45%
Did not look for events information 24%
Sporting 22%
Concerts 21%
Family/children's events 16%
Theater 12%
Symphony 7%
Other 5%
Ballet 3%
e o f recreational activities Information respondents were seeklni
Hiking 50%
Local recreation areas 41%
River recreation 32%
Fishing 30%
Camping 27%
Biking 21%
Did not look for recreation information 20%
Family/children's activities 16%
Outfitters and guides 15%
Snow sports 13%
Birding 9%
Hunting 9%
Golf 5%
Other 4%
Skateboarding 1%
13
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Table 13  W hat type of arts and culture Information respondents were seeking
Festivals 43%
Museums 37%
Did not look for arts and culture information 36%
Art galleries 23%
Local artists 23%
Other 4%
Table 14  W hat type o f destination wedding Information respondents were seeking
Did not look for destination wedding information 97%
Other 2%
Locations 1%
Facilities 1%
Food/caterers 1%
Officiants/ministers 1%
Table 15  W hat type o f relocation Information respondents were seeking
Did not look for relocation information 59%
Real estate/housing 32%
Employment 24%
Climate 21%
University of Montana 20%
Health care 13%
Tax structure 11%
Local school system 8%
Other 3%
14
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When asked how helpful the Information provided on the website was to  them, the majority of 
respondents found the Information In each category at least somewhat helpful, If they used It. Few 
respondents fe lt tha t the Information was o f little  help. Seventeen percent of the respondents (48 
Individuals) said there was Information they were looking fo r tha t they could not find on the website.
Table 16  Respondents  rating of the helpfulness of website Information
Lodging 1% >1% 10% 32% 33% 24%
Attractions 1% 2% 12% 36% 37% 13%
Recreational activities 2% 1% 11% 36% 35% 16%
Shopping 2% 3% 15% 23% 19% 39%
Events 2% 2% 12% 34% 28% 23%
Dining 2% 2% 12% 31% 26% 28%
Destination wedding 4% 1% 4% 2% 4% 85%
Transportation 3% 2% 9% 16% 22% 48%
Relocation 3% 2% 10% 12% 17% 55%
Arts and culture 3% 1% 14% 26% 24% 31%
Meeting and conventions 4% 2% 8% 2% 6% 79%
15
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While visiting the website, 76 percent of respondents (215) requested tha t inform ation be 
mailed to  them. Of those respondents, 90 percent (189 people) indicated tha t they had used or w ill use 
the inform ation tha t was provided through the mail to  plan a trip . Table 17 provides responses to  the 
question, How helpful was/is the follow ing information you received in the mail?  Again, most people 
found the information they used to  be quite helpful.
Table 17  Respondents  rating of the helpfulness of mailed information
Lodging 2% 4% 10% 24% 42% 18%
Attractions 2% 3% 8% 34% 42% 13%
Recreational activities 2% 2% 7% 32% 41% 17%
Shopping 2% 3% 10% 21% 24% 41%
Events 3% 3% 8% 28% 31% 29%
Dining 2% 5% 10% 30% 34% 20%
Destination wedding 4% 1% 2% 3% 5% 85%
Transportation 4% 2% 5% 13% 21% 55%
Relocation 4% 3% 7% 13% 16% 57%
Arts and culture 3% 3% 10% 23% 27% 34%
Meeting and conventions 5% 1% 3% 5% 6% 80%
Survey respondents were also asked if they had used the Live Chat option on the Missoula CVB 
website. This option allows website visitors to  chat  w ith an online travel counselor in a text box on the 
screen. None of the survey respondents, however, indicated using the feature. Clearly, fu rther analysis 
of this feature was not possible.
The most common residences of survey respondents were California (9%), Washington (6%), 
and Georgia, Ohio and Pennsylvania (5% each). The ages of respondents and level o f education are 
categorized in the tables below.
Table 18 Ages of Missoula CVB website visitors
18-24 25-34 35-44 45-54 55-64 65-74
Table 19  Highest level of education completed by survey respondents
Some college 
or technical
Some high 
school
Graduate
High school 2 year degree 4 year degree
degree
school
16
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Survey respondents who had not visited the Missoula area within the last year
Survey respondents who had not visited Missoula in the past or had visited more than one year 
ago were asked a set o f questions not asked o f respondents who had visited w ith in the last year. Results 
are presented in this section.
People who had never visited the Missoula area (105) and people who had visited but not w ith in 
the past year (61) were asked why they had requested information from the Missoula CVB website but 
did not visit. The responses o f 166 survey respondents are displayed in the figure below. Thirty three 
percent o f respondents (54 people) indicated tha t they had not planned on visiting the Missoula area 
during the past year. Nine percent o f respondents went someplace else, although the sample size (14 
respondents) is too small to fu rther analyze responses regarding where people went instead o f the 
Missoula area and why they went elsewhere.
Figure 4  Why people did not visit w ith in the last year
Went 
someplace else 
9%
Lack of time 
13%
Other
Was not 
planning to visit 
this past year 
33%
Personal/family 
complications 
16%
Financial 
reasons 
18%
Applicability to other CVBs and Travel Regions
A survey similar to this could be conducted fo r other CVBs and travel regions throughout the 
state. Each CVB and travel region most likely has a uniquely designed website w ith  differing information 
specific to the area. Therefore, some o f the survey questions would need to  be altered to address those 
differences. Flowever, many o f the existing survey questions would be applicable to the evaluation of 
any o f the CVB or travel region websites.
It is possible tha t e mail addresses may be collected d ifferently by other websites. It would be 
im portant to be aware o f who is included in the sample based on contact inform ation collection 
methods. Other websites, however, may collect more than just the e mail addresses o f inquirers. If so, 
this may allow for a non response bias check, which would provide very useful inform ation and 
strengthen the meaning o f the survey results.
17
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There were some problems encountered w ith  the survey sample In this study. Some unintended 
recipients responded to  the survey. These responses were removed from  the survey database to  the 
extent possible. When large volumes of data are collected from  m ultiple sources, It can sometimes be 
difficult, If not Impossible, to  sort the database according to  very specific criteria. This dilemma 
highlights the potential difficulties o f using a list o f collected e mall addresses fo r a survey sample. It Is 
always possible fo r mistakes to  be made when a sorting process Is used to  compile a list of addresses 
according to  specific criteria. In this case, the error was caught and corrected to  the extent possible. 
However, because at least some unintended email address were Included In the recipient list fo r the 
survey. It Is not possible to  generalize the survey results to  the population of Missoula CVB website users 
who requested more Information. From the data presented In this report, readers can get a general 
Idea of how respondents evaluated the Missoula CVB website. The survey results also serve as an 
example o f data that could be collected If a similar survey were conducted fo r other CVBs or travel 
regions.
The relatively small sample size made analysis o f some questions Impossible. For example, an 
Important question In the survey related to  whether or not respondents  decision to  visit the Missoula 
area had been Influenced by the website Information. Too few  people answered the question to  allow 
fo r analysis.
If a similar survey were undertaken again. It Is likely tha t It would be quite different. While many 
questions would remain applicable to  any region or CVB website evaluation, a specific set of questions 
would need to  be added based on the content and structure of each Individual website. In addition to 
differences In the survey Instrument, the sample population may be very d ifferent as well, depending on 
what type o f contact Information Is collected by each website and Is available fo r use. While a similar 
survey can provide valuable Information regarding website users evaluation of travel region and CVB 
websites. It cannot provide a conversion rate.
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Appendix: Missoula CVB Survey Instrument
20
Missoula Convention and Visitor Bureau Survey
Q1 Have you ever visited the Missouia area?
C ' Yes
C No
Q2 When did you iast visit?
r Within the iast year
r  1-2 years ago 
r  3 5 years ago 
r  6-10 years ago 
r  10+ years ago
Q3 How many nights did you spend in the citv of Missouia on your iast trip?
CO C 4 c  8
C 1 C 5 C o
C  2 C o  c 10+
r  3 c 7
Q4 How many nights did you spend outside the citv of Missouia, but within 60 miies of the city, on your
iast trip?
r 0 r  4 r  8
r  1 r  5 r  0
r  2 r  0 C 10+
r  3 r  7
Q5 in the past 2 years, how many times have you visited the Missouia area?
CO C 4 C 3
C 1 C 5 C o
C  2 C o  c  10+
r  3 c 7
-
Q6 What was the main purpose of your most recent trip to the Missoula area?
r Vacation, recreation or 
pieasure 
c Visit friends or reiatives
r  Speciai event
c Shopping
r  Passing through
r  Business, convention, 
meeting
r  Buying property 
c other
Q7 Please specify the special
event:
Q8 If other, please
specify:
Q9 How long before your trip did you begin planning?
r Less than one r  1-2 weeks r  1-2 months
week „  „
3-4 weeks 3+ months
Q10 Had you decided to visit the Missoula area before visiting the Missoula Convention and Visitors
Bureau (CVB) website?
C ' Yes
C No
Q11 How influential was the website in your decision to visit the Missoula area?
1 Not at all
influential 2 3 4
r r r r
5 Extremely
influential
r
Q12 Did you use the information provided on the website to plan your trip?
C ' Yes
C No
Q13 You requested information from the Missoula CVB within the last year, but did not visit. Why not?
r Lack of time r  Went someplace else
r  Financial reasons r  Was not planning to visit this past year
r  Personai/famiiy compiications r  other
r  Meeting/event was canceled
if  Other, please 
specify:
= = 
Q14 Where did you go?
Q15 Why did you go someplace other than Missoula?
Q16 When will you visit the Missoula area in the future?
Within the next year C ' 3 or more years
r  1-2 years r  Never
r  i don't know
Q17 Will you use the information provided on the website to plan a future trip?
C ' Yes
C No
Q18 How did you first find the Missoula CVB website?
r A website iink
r  Search engine (e.g. Googie, Yahoo, etc.) 
r  Magazine ad
r  Newspaper 
r  Conference information 
c other
Piease specify:
What type of information were you looking for when you visited the website? Please check all that apply in each
of the following categories.
Q19 Lodgingr Did not look for lodging Information
r Bed and breakfast 
r Locally owned 
r Economy lodging 
r Mid priced lodging
r Upscale lodging 
r Cabin rental 
r Guest ranch 
r Campgrounds 
\  Other 
Please specify:
Q20 Attractionsr Did not look for attraction information
r Rocky Mountain Elk Foundation 
r A Carousel for Missoula
r Smokejumper Center 
r Historical Museum at Fort Missoula 
\  Other 
Please specify:
Q21 Shoppingr Did not look for shopping information
r Local stores 
r Shopping mall
r  Box stores/Retall chains 
r Locally made products 
\  Other 
Please specify:
~-
~ 
~ 
What type of information were you looking for when you visited the website? Please check all that apply in each
of the following categories.
Q22 Food and Beverages
1 Did not iook for food and beverage information 1 Organic
1 Fine dining 1 Wineries
1 Locai foods 1 Breweries
1 Ethnic cuisine 1 Bars
1 Vegetarian \  Other
Piease specify:
Q23 Meeting and Conventionsr Did not look for meeting and convention 
information
r Meeting faciiities 
r Accommodations
r Location 
r Services 
\  Other
Piease specify:
Q24 Transportationr Did not iook for transportation information
r Airport 
I Bus 
\  Rail
r  Rental car 
r Bicycle 
\  Other
Piease specify:
~ 
~ 
~ 
~ 
What type of information were you looking for when you visited the website? Please check all that apply in each
of the following categories.
Q25 Eventsr Did not look for events information
r Cultural 
r Sporting 
r Historic 
r Symphony 
r Theater
r Festivals 
r Concerts 
\  Ballet
r Famiiy/chiidren's events 
\  Other
Please specify:
Q26 Recreational Activitiesr Did not look for recreation information
r Hiking 
r Biking 
r Fishing 
r River recreation 
r Hunting 
r Binding 
r Camping
r Snow sports 
r Outfitters and guides 
\  Golf
r  Skateboarding 
I Local recreation areas 
r Famiiy/chiidren's activities 
\  Other
Please specify:
~ 
~ 
~ 
~ 
What type of information were you looking for when you visited the website? Please check all that apply in each
of the following categories.
Q27 Arts and Culturer Did not look for arts and culture information
r Art gaiieries 
r Local artists
r Festivals 
r Museums 
\  Other 
Please specify:
Q28 Destination Weddingr Did not look for wedding information
r Locations 
r Faculties
r Food/caterers 
r Offi cl an t s/ministers 
\  Other 
Please specify:
Q29 Relocationr Did not look for reiocation information
r Employment 
r Real estate/housing 
r University of Montana 
r Local schooi system
r Health care 
r Tax structure 
r Climate
\  Other
Please specify:
~ 
~ 
~ 
Q30 How helpful was the following information on the website?
Lodging
Attractions
Recreational
activities
Shopping
1 Not at all 
helpful
r
r
r
r
2
r
r
r
r
3
r
r
r
r
4
r
r
r
r
5 Extremely
helpful
r
r
r
r
Did not use It
r
r
r
r
Events
Dining
Destination
wedding
Transportation
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
Relocation
Arts and culture 
Meeting and 
conventions
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
= = 
Q31 Was there information you were looking for that you could not find on the website?
C No
C ' Yes
If yes, please 
specify:
Q32 Did you request information to be mailed to you while on the website?
C ' Yes
C No
Q33 Did you use the information, or are you planning to use the information, provided in the mailed travel
guide to plan a trip?
C ' Yes
C No
Q34 How helpful was/is the following information you received in the mail?
Lodging
Attractions
Recreational
activities
Shopping
1 Not at all 
helpful
r
r
r
r
2
r
r
r
r
3
r
r
r
r
4
r
r
r
r
5 Extremely
helpful
r
r
r
r
Did not use it
r
r
r
r
Events
Dining
Destination
wedding
Transportation
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
Relocation
Arts and culture 
Meeting and 
conventions
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
r
Q35 While on the Missoula CVB website, did you participate in a Live Chat with an online travel
counselor?
C ' Yes
C No
= = 
Q36 Why did you choose to do so? Check all that apply.r I could not find the information I wanted on the website.
r I wanted more specific information than what the website provided, 
r I wanted a personal opinion regarding information from the website. 
\  Other 
Please specify:
Q37 How helpful was the Live Chat feature on the website?
1 N o ta ta ii 5 Extremeiy
helpful 2 3 4 helpful
r  r  r  r  r
Q38 Had you decided to visit the Missoula area before using the Live Chat feature on the Missoula CVB
website?
Yes
C No
Q39 How influential was the Live Chat in your decision to visit the Missoula area?
1 N o ta ta ii 5 Extremeiy
influential 2 3 4 influential
r  r  r  r  r
~ 
= = 
= = 
Q40
Alabama Louisiana C Ohio C ' Alberta
C ' Alaska Maine C ' Oklahoma C BC
C ' Arizona C ' Maryland C ' Oregon C ' Manitoba
C ' Arkansas Massachusetts C ' Pennsylvania C ' Newfoundland
C ' California Michigan C ' Rhode island C ' New Brunswick
C ' Colorado Minnesota C ' South Carolina C NW Territory
C ' Connecticut Mississippi C ' South Dakota C ' Nova Scotia
C ' Delaware Missouri C ' Tennessee C ' Nunavut Territory
C ' Florida Montana C ' Texas C ' Ontario
C ' Georgia Nebraska C Utah C PEI
C ' Hawaii Nevada C ' Vermont C ' Quebec
C ' Idaho New Hampshire C ' Virginia C ' Saskatchewan
C ' Illinois New Jersey C ' Washington C ' Yukon Terrritory
C ' Indiana New Mexico C ' Washington D. C. C ' Other foreign
C ' Iowa New York C ' West Virginia
country
C ' Kansas North Carolina C ' Wisconsin
C ' Kentucky North Dakota C ' Wyoming
Q41 What is your age?
Q42 What is the highest level of education you have completed?
r Some high school
r  High schooi
r  Some coiiege or technical schooi 
r 2 year degree 
r 4 year degree 
r Graduate degree
As a thank you for completing our survey we are giving away 20 Monte Dolack prints. If you 
would like to enter into the drawing for these prints, please provide your contact information
below, so we can notify you if you win. (Your email address will be used ONLY for contact purposes In the event that you win the 
drawing. All email addresses will be destroyed immediately after the study.)
Q43 First Name:
Q44 Email
address:
Thank you for your input!
